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To fill the demand which exists in every community, this 
Hoffman Automatic Storage System was perfected. It is as 
easy to instal! as an ordinary tank heater, yet it keeps 20 gal- 
lons of water always hot without the owner's ever having to go 
near it. Hot water flows instantly from any faucet in the 
house at “y time of the day or — 
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Domestic Storage System 


An improved thermostat turns the gas on when the water 
cools and off when the required heat is reached. The heavy 
asbestos covering of the tank holds the heat in, so that no un- 
necessary gas Is used. 

You will find that this system fills a demand which is sup- 
plied by no other system. It necessitates no extra gas pressure, 
no meter changes, no special piping. It 1s a highly profitable 
system to handle, because it is so easy to install, because it 
pays a good profit, and because there are no comebacks. It 
always makes satisfied customers. 

Write now for full information about this simple, compact, 
economical system, and prices. It means extra profits for you 
this fall and winter. 


Hi] OFFMAN HEATER COMPANY 
1444 Oberlin Avenue LORAIN, OHIO 
Branches in all important centers 


Hotfman Heater Company is an independent organization 
other heater company, paying no rovalti 
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August 17, 1915, we discontinued the manufacture of 
the instantaneous type of automatic gas water heater, and 
since that date have been manufacturing exclusively the stor- 
age type of automatic water heater. [hat our judgment in 
making this decision was sound is evidenced by the remark- 
able growth and success of the Kompak Company and by 
the fact that to-day, six years later, practically all of the 
water heater manufacturers are now featuring the storage 
type, and some have even copied the design of the Kompak 
so closely that it is difficult at first glance to tell them apart. 


We are glad we were 
this demand for the 
because it is saving the 
of thousands of dollars 
the need of large me- 
and reducing the peak 
tomatic gas water heater 
plumbers and dealers 
water heater business 


efited by the better hot 


with lower initial and 





successful in creating 
storage water heater, 
gas companies hundreds 
yearly by ‘eliminating 
ters, separate services, 
load. The storage au- 
makes it possible for 
to build up a profitable 
while the users are ben- 
water service, combined 
up-keep cost. 


An exclusive Kompak feature: The Kompak is pro- 
vided with a dual thermostatic control. It is just as necessary 
to equip an automatic water heater with a thermostat that 
shuts the gas off, should the pilot go out, as it is to provide a 
thermostat that shuts the gas off when the water reaches a 
pre-determined temperature. [he Kompak thermostat pilot 
is patented. It cannot be copied. 


THE KOMPAK CO. 


New Brunswick, N. J. 
C. B. BABCOCK CO., San Francisco, Pacific Coast Rep. 
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Selling Pots and Pans 


The Way One Sales Manager Solved His Probiem 


By A SALES MANAGER 


i} 


Che other day a salesman from one of the appliance 
companies dropped in my office. He hadn’t been 
around to see me for several months but had been 
trying to get my business by mail. \Vhen he came 
into the office, | noticed that he stopped in front of 
one of the display counters that I have in the show- 
room and seemed somewhat surprised. ‘Then he 
grinned and finally he actually laughed outright. 
Now that laugh of his was 
just like treading on my 


prices and started the salesmen out. ‘They didn’t sell 
many goods but they did get a lot of women inter- 
ested in this new range. But I noticed that when the 
women would call at the office that the percentage of 
sales closed was very low. That gave me another 

thing to think about 
Presently I worked out the idea of putting in a 
demonstrator who would actually keep one of the 
ranges in use. Thathelped 





toes, for in that display 
was contained my 
pet. ut 1 didn’t say any- 
thing to him, but just 
waited grimly for him to 
broach the subject. Sure 
enough he did 
“TI thought you were in | 
the business of selling gas 
and incidentally gas ap- 
phlance,” he started in. 
“We are.” I told him. | 
| 


case 


do. 


and I made my tone as 
abrupt as possible. 
“Then what in time are 
you doing with that array 
of pots and pans out there | 
in your showroom?” he 
asked. “\Vhat good can 
they du except be used in 
helping out in a window | 
display 7” 
Then it was that I let 
loose at him. I told him || 


When this article came to hand 
we did the same thing that you’l! 
We laughed. But we didn’t 
laugh very long, for it struck us 
that here was a real idea. 
do you think? Shoot along your 


comment.—Editor. 


some, but I noticed alse 
that the women in talking 
to her about the various 
dishes that she prepared 
were always interested in 
the kinds of pots and pans 
that she used. And that’s 
where I got my big idea. 
1 talked to that demon- 
strator for three solid 
hours and finally I got 
her to go to several hard- 
ware and buv 
some nice bright pots and 
What pans. She got them at 2 
low figure, | think. Any- 
how. we were able to sell 
as cheaply as any store in 
town for the same qual- 
itv. Then I sprung the 
idea on the salesmen. J 
guess they thought I was 
preparing to resign, for 
thev didn’t enthuse any 
too much 


iobbers 











all about it, and then 








some. But perhaps it will 
be clearer to the reader if I start right in from the 
beginning. 

\When the appliance business dropped to nothing 
and there wasn’t any reason for me to keep a sales 
force in the opinion of those who were at the head 
of the company. I had to dig around to get the 
business. I didn’t want my sales force broken up 
neither did I want my department to shoulder an 
overhead that would swamp me. So I decided that 
we would go after business in the good old way— 
that is, get out and sell. 

Everybody told me that it was foolish, that the 
time wasn't right and that it would only be wasted 
effort. I didn’t agree, and as luck would have it | 
was right. 

I announced a campaign on ranges, fixed up my 


I took part of my ad- 
vertising space to. tell 
about these utensils what they were, how we used 
them in our demonstrations, asked the women to 
come in and taste the various articles we cocked, and 
then said that we had secured a supply of the kitchen 
things that we would sell. 

The first day or so they didn’t go the way they 
might have, but pretty soon they began moving, and 
now it’s a poor month that I don’t sell a goodly num- 
ber and make a nice profit on each one. 


Where the Idea Came From 


I don’t claim the idea was original with me. In 
fact, I got it from the electrical boys. I noticed that 
there wasn’t one thing that would add an iota to the 
consumption of electricity that these fellows weren’t 
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carrying. 


Now if they could go to that extent why 
t hee 
couldn't I, 


even if 1 am a gasman, sort of tie up my 
ranges and other appliances with the things that are 
used in connection with them every day? I’ve proved 
to myself that I can and I’m going to keep en in th 
business, even if I do provide smiles for some of the 
wise ones. 

\Vhat is more logical than that a woman who is 
investing in a new gas range for her kitchen should 
likewise buy a few utensils that will be used con- 
stantly on the range. And if there is a good profit to 
be made why shouldn’t a wise gas company take ad- 
vantage of it? Why should we go to the expense of 
digging up the sale and then turn over part of the 
business to the other fellow? It’s a fact and it’s easily 
proved, too, that every time a new range is installed 
the good housewife sallies forth and buys some new 
kitchen ware. 

True enough, it is not necessary for a gas company 
to carry a wide variety of goods nor need it be very 
extensive. On the contrary, the lines can be carefully 
selected and will not take up any great amount of 
space. But they should be on display at all times 
and should be given a prominent position in the 
showroom. They will more than pay for themselves, 
I'll guarantee. 

Exactly as it is true that only the best gas appli 
ances should be hooked to the lines of a company, so, 
too, only the best ware should be carried by a com- 
pany. Many of the manufacturers will co-operate in 
selecting the right articles for this line and then the 
rapidity with which the turnover is made depends en- 
tirely on yourself and your sales organization. 

Of course, the best one to preside over this particu- 
lar feature is a woman, especially if she is well versed 
in the art of cooking. She will soon find a common 
ground for her sales talk and it will be a tough cus- 
tomer indeed who will walk out of your showroom 
without buying. And the leads that will be supplied 
to your outside salesnien! Even if there was no di- 
rect profit in the transaction this feature alone would 
make it worth while. I soon found that out. 


What the Gasman Will Say 


Now I know just what the gasman who has taken 
the time to read this article is going to say: He is 
going to declare that he is in the gas business first 
last and always and that anything else has no place 
in his business. But he’s dead wrong. For these 
kitchen utensils have a great place in the consump- 
tion of gas. Just suppose, for instance, that a woman 
has defective utensils or inferior ones. They leak 
and stop up the vents in her range. Then what? 
She blames the gas company for poor gas and a lot 
of other things. But if she is using the right kind 
of ware, what’s the answer? She’s adding to the effi- 
ciency of her range about one hundredfold and she 
is going to talk about the company to her neighbor 
and friend. And that’s going to bring people to your 
showroom and increases the sales. 

There’s the additional point that if a woman has 
trouble with her range she is going to blarne it on 
the company first and then she is going to dread us- 
ing that stove for anything. Will she show it to her 
callers and hold forth on its merits? She will not 
Instead, she will try to find some other method of do- 
ing her cooking and will become one of the nicest 


i 
knockers in the world for the company. Oh, ves, I am 


sure that the gasman who will reason the thing out 


for himself will find that the utensil will 
pay both in good-will and increased business. It’s 
worth a trial, anyhow, and it will show a spirit oi 


1 


progressiveness that has been too long lacking in 


business 


certain directions in this business. 

Within twenty-four hours of the receipt of the fore- 
soing article came the following from another corre 
spondent. We might say that these companies are 
almost a thousand miles apart.—Editor. 

\ Vulcan Bulletin of recent date gives us sales 


idea which is worthy of consideration by all commer- 


cial managers who have not already made a success 


of selling cooking utensils by demonstration in con- 
nection with gas-range sales. 
“Where's that waffle iron?” asked the demonstra 


tor. “It was here when I went home yesterday after- 
noon. Nobody would carry that away. Where is it?” 
And she began a search about the place for the waffle 
iron that was missing. 


“What are vou looking for?” a clerk 


“My waffle iron,” the demonstrator replied. “No 
one would buy a used waffle iron.” 

‘‘Somebody sold it.” said the clerk. 

‘Why, it had been used. No one would buy it.” 

“That's where you are wrong,” said the clerk. “T 


sold it.” 

Then he explained that a woman had come into the 
night before just before closing time, said she had 
watched a waffle cooking demonstration earlier in 
the day and wanted a waffle iron. 

“T couldnt find the stock,” said the clerk. “I told 
her so and she insisted on taking the used iron with 
her, so I sold it to her. It’s a funny thing about 
women. When they make up their minds they want 
a thing, they are not willing to wait.” 

In the gas office where this conversation took place. 
a demonstrator works six hours a day over a lighted 
gas range. She cooks waffles, griddle cakes and bis- 
cuits. She makes soup and serves it. Occasionally a 
cake is baked and served with black coffee in small cups 
to waiting watchers. 

This woman is not demonstrating gas ranges 
She is demonstrating the use of kitchen utensils: 
waffle irons, griddles, stew pans, baking pans, kettles, 
coffee pots. 

“Does it pay the company to burn gas and em 
you to demonstrate?” she was asked. 

“Tt pavs them big,” she replied. “I’ve been doing 
this sort of demonstrating for twenty years. T've 
been in nearly all of the big department stores in the 
United States, and in all my experience I’ve never 
made sales so quickly as I make them here. 

“Of course. there’s a reason for it,” she continued. 
“Practically evervone who i 


comes into this place is 2 


possible customer for the things I sell. Thev are all 
users of vas. They all hav e gas stoves Id 1’t hav 
to convince them of the advantages of using gas. IT 


just have to show them how gas can be used to better 
advantage. N earlv every woman n¢ eds one or 
ki utensils than she owns. and when she 


more COOKING a 1 WwW 1 sne 


sees me use them and is able to taste the result of 
mv eftort, she buys. 

“T can't see.” she went on, “why every gas office in 
the country doesn’t have a demonstration like this 
They would if they knew how profitable it is.’ 

It will pay every company not selling cooking 


utensils to get into the business. 
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What a Woman Says About Gas 


Here Are the Things that Appeal to Her 


By LAURA M. FRENCH 


Cooking with gas 1s a joy and delight. No house 
keeper who lives where gas is available—either the 
natural or the manufactured product—should, in 
justice to herself and her family, be without it in her 
kitchen. Gas lightens the work of preparing the 
meals at least 25 per cent, and the work of cleaning 
another 25 per cent. Gas always is ready—touch a 
match and away she goes. There are no kindlings to 
split, no generating, no 


quently, patience and disposition, are used up waiting 
a half hour or more while the bathroom reaches com- 
foitable warmth. With the small gas heater, again 
touch a match, and in a very few minutes the bath- 
room is at any degree of heat you may wish, at not 
half the expense, and none of the work and worry, of 
heating the bathroom from the furnace Furnace 
heat is all right when the fire is going to heat the rest 

of the house, but when 





tanks to fill, no clocks to 


the house is comfortable 





set, no long waits while 
the kettle boils or the 
oven heats. A clear, clean. 
even fiame does the work 
without fuss or worry, 
and does it better and in 
less time than other fueis. 
eliminates smoke 
and ashes. ‘lhe 
saving on redecorating or 
cleaning the kitchen walls 
from the smudge of other 
is quite worth 
The daily saving 
in the cleaning of the floor 
and the stove itself gives 
the more time 
for things 
more time for her family 
and friends. She can keet 
her hands in better condi 
tion, too, freed from th: 
daily necessity for endless 
cleaning. 


(ras 
and soot : 
tive purchaser. 


swer. 
stoves 


while. 


housewtle 
pleasanter 


point. 
Editor. 


Yes, sir, this article was written 
by a woman. We asked her what 


a salesman should tell a prospec- 


Maybe it isn’t technical, 
maybe we are violating a lot of 
traditions, but it certainly is a 
darned good yarn from any stand- 


Read, brethren, read.— 


and the bathroom is 
chilly, a small gas heater 
fills the bill. No bathroom 
should be without the 
small gas heater. The cost 
| of operation is so slight 
that no one thinks of it 


after once using a heate: 
| for this purpose. 
Here’s h T | 
eres her an- The gas water tank 
| heater gets in its good 


work again on wash day 
if The housewife has at in- 
| stant command an unlim- 
{| ited supply of hot water 
She never has to wait for 
water to heat, and as a re- 
sult she has her clothes on 


the line long before her 
| neighbors who depend on 
| heating water the old 
| way, the slow way, the 
if way that should be dis- 
if carded in every home 














No woman who has gas 
in the house should try to 
get along without the gas heater for the water tank 


in kitchen or bathroom. \Vith the latest inventions 
in gas water heaters, always one may have abun 
dant supply of hot water without a moment s notice 


and at small cost. 

Depending on the furnace for hot water in winter 
often is unsatisfactory, as, frequently. when one most 
wants hot water the furnace fire is low and the water 
in the tank is not hot. With the gas heater a hot 
bath becomes, instead of an occasional luxury, a 
daily necessity. without the usual high cost of a lux- 
urv which habit has rendered a necessity. 

The small gas heater in the bathroom should be 
considered a necessity and, once used, wili not be 
dispensed with. But your furnace heats your bath- 
room, you say. Here again the furnace fire may be 
low, the rest of the house comfortable, but the bath- 
room temperature too cool for bathing. Often in 
spring, autumn, or even in summer, when there is no 
need for fire in the furnace, a little heat in the bath- 


room makes the bath much more worth while. And 
2 cents’ worth of gas will do the work. 
In winter, considerable time and fuel and, fre 





where it is possible to ob- 
tain gas 

The bugaboo of the cost of using gas in every pos 
sible place has frightened many a woman—or rather 
her husband—who wishes to use gas. In the middle 
of the summer, perhaps, a family of four or five o1 
half a dozen entertains two or three guests for a weel 
or two, which makes a lot of extra cooking. Company 
in the home makes larger washings——think of the ex- 
tra sheets and pillow slips, the towels and napkins 
and tablecloths, all doing their part in keeping the gas 
meter on the jump. 

After the hostess has sped the parting guests she 
gets busy at canning and preserving. as she must 
garner her harvest of fruits and vegetables while they 
are in season. All this extra canning and cooking 
runs up the gas meter, and when that month’s state- 
ment comes in the housewife is horrified. and the hus- 
band—it he is that kind of a husband—swears. Likely 
enough the gas bill is a half bigger than usual—it 
often is under such circumstances, with no blame tu 
anv one. 

The grocery bill is a lot bigger, too, but neither 
husband nor wife think much about that. That is the’ 

(Continued on tage 304.) 
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Developing and Paying for Sales 


What Should Salesmen Receive? 


rhe development of sales with gas companies i: 
divided into two classes: First, the sales of the prod 
uct they manufacture and second the sale of 
gas-burning appliances. The fundamental principle 
of the development of both classes, however, is so 
closely related that we will endeavor to handle them 
as one. 

lhe past few vears, especially on the Pacific Coast, 
the gas companies have 
found themselves not 


gas; 


been of minor importance, and when a period of re 
trenchment comes the salesman is the first to go, the 
company feeling they are so firmly established that 
a temporary suspension of sales activities makes mn 
difference and the operating expenses are proportion- 

atelv lowered. 
The gas company salesman, provided he 1s a sales 
man, is just as necessary to the gas company as to the 
merchant or matufactur- 


er and the time is here, 








er the sale of their prod- 
uct as it has been a period 
that you might term 
where gas companies 
have come into their own: 
that is, from a standpoint 
of increased output, and | 

| 


forced to seriously consid- | 
| 
| 
| 


the problem that con 
fronted most of them was 
enormous plant invest- 
ments to take care of the 
rapidly increasing send- 
out. 

This condition was also 
true with the merchants 
and manufacturers. They 
have gone through years 
with such demands made 
on them for their goods | 
that they could not pos- |} 
sibly be supplied. They. | 
too, were called upon to 
increase their factories 





Never, in our humble opinion, 
has there been made a more ex- 
haustive analysis of the sales 
question than in this report, made 
to the meeting of the Pacific 
Coast Gas Association last week. 
This committee consisted of G. P. 
.- 2 Egleston, chairman, G. D. Mantle 
and C. B. Babcock, to whom great 
credit should be given.—Editor. 


and the gas company offi- 
cials realize this fact, and 
will gather around them 
competent, energet ic, 
salesmen who can earn a 
salary of sufficient size to 
make them rea! represent 
atives of the company 


The actua) develop 
ment of sales depends, t 
no small degree on the 
|| territory in which vou op 
erate, and it is rather hard 
| to put down any fixed 
rules but there are a few 
fundamental facts. that 
will work most anywhere 
| If the company is sell- 
| ing appliances, the first 


fundamental should be 
adequate and _ attractive 
display room with appli- 
ances connected and in 











and spend large sums to 
meet the condition 

Things have changed with the merchants and man- 
ufacturers. The tremendous demand for their goods 
has faded away almost overnight, and to-day, instead 
of waiting for orders to come in, or employing order 
takers to call on their customers, they have employed 
real salesmen; for I tell you, gentlemen, the day of the 
order taker has passed and the day when it requires 
a 1ed-blooded, fighting for orders salesman is here 

if the manufacturers and merchants have so keenly 
felt this need, does it not naturally follow that the gas 
companies, sooner or later, will find the same condi- 
tion; for after all, whether manufacturer or merchai! 
or gas company, all are merchandisers. Manufac 
turers and merchants must maintain at all times an 
efficient sales force, for through the sales people, that 
come into contact with their customers, is the house 
known, and when business depressions come the sales 
force is the last one to be reduced in salary or be laid 
off, for the successful manufacturer or merchant real- 
izes that his sales department is the verv heart of the 
organization and the strength of the institution rests 
upon it. 


Sales departments of gas companies have alwavs 


actual operation, and this 
display should at all times 
should be 


present ideas and suggestions why gas 
used. 

The next important thing is to have competent sales 
men or saleswomen in charge who are thoroughly 


versed on the appliances offered for sale. A poor sales 
person is the poorest investment in the world. 
can more business and do more harm 
generally realized. 

\dvertising, both newspaper and circular letters, 
is necessary to keep your display room and your 
goods before the public and some companies have 
been trying out the theory of depending entirely on 
advertising to bring people to the display room and 
having no outside salesmen. This theory, we are con 
vinced, will not prove successful. Every class of 
merchandise requires the effort of a salesman and wé 
feel that this can be no better demonstrated than by 
using the example of the automobile, which is adver- 
tised on a far larger scale than any merchandise iu 
this country, and the desire to own an automobile has 
been created in the heart of every man, woman or 
child, but who knows of an automobile sales agency 


that does not have an outside salesman? The ideal 


They 


lose than is 
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wey and the way that makes for real sales results 1s 
to back up your display room and advertising by the 
efforts of real. honest to goodness, outside salesmen, 
men who know the business and men 
pable of talking to your largest and smaliest cus 
tomers. 


who are ca 


These men, no matter how good salesmen, should 
not be started out of the front door in the morning 
with your good wishes and the idea that the city 1s 
theirs go get the orders. There is not one salesman 
in a thousand that could make a success. ‘The sales- 
man, like every other employee of your company, 
needs directing and | am safe to say gets less than 
any one of them. 

The work of all your other employees is laid out 
and they know just what has to be done. It 1s mostly 
reutine. ‘he salesman, who ts not directed, awaken 
every morning literally out of a job. He has the cits 
to work in but he has to dig out his orders for him 
self and unless he is an exception he does not mak: 
good, soon becomes discouraged, and you are in the 
same position of employing another man who, the 
chances are, will wind up the same way 


“Needs Direction 


I contend the salesman needs directing, and if he 
has the energy and a fair amount of brains will make 
good, for in the last analvsis the art of selling is 
per cent work and 10 per cent the other things 


to direct him you must give him something definite 


and 


to do each and every day. This something definite 
to do can be worked out ov severa! ditferent methods. 
among them being: Have vour city carded: give 
each salesman a definite number of cal's to make 
each day. Have him work from house to house with 
out cards, simplv laving cut for him the district he is 


to work and require him to bring vou in cards show 
ing he has made from twenty to thi 

him up each day. Let him know he has definite 
ties to perform and vou will find that out of what 
you may now consider poor I 


salesmen, you have made 
2ood 


ttv calls (hec} 


salesmen 


You did not do it, neither did he. It was the law 
of averages working, for with a definite plan he made 
a definite number of calls, the answer being the more 
people he interviewed the more sales, and | am con 


vinced that if you, Mr. Manager, or Mr. Sales Man 
ager, will give your salesman a little more of 


time, and 


your 
intelligently direct them the development of 
follow as a natural 


sales will sequence 


Compensation of Salesmen 

The question of compensation of salesmen is one 
thet has had the attention of the commercial man- 
agers of both the gas companies and the electric com 
panies for the past many years and one, I am afraid, 
is still far from settled, and your committee in under 
taking the report did so with a good deal of hesi 
tation 

In order to do a subject of this character anything 
like justice, it seemed to us very necessary that opin- 
ions from the leading gas companies would be of 
great value, so letters were sent to many of the 
larger companies asking for an expression and in ad- 
dition we visited the stove manufacturers, wholesale 
and retail hardware and furniture firms and we feel 


that this information will prove of some value in ar- 
riving at a fair basis of compensation. 


Some of the letters we will quote in part: 
Letter No. 1 


ed in the sale of domes- 
tic appliances do more effective work when working 
on a compensation basis which does not limit their 
earning capacity. lor salesmen employed in pro 
moting the sale of gas for industrial use I favor a 
straight salary proposition — minimum per 
month, dependent on rate conditions, etc. A quota 
of annual gas sales might be worked out and a bonus 
paid on the amount sold in excess of the salesman’s 
quota. 

“Such care should be exercised in the selection of 
domestic gas appliance salesmen as to insure the em- 
ployment of men of a grade sufficiently high to war- 
rant paying them a drawing account of S150 per 
month, it being understood that the price at which 
the appliances are heing sold is such as to take care 
of all costs—appliances, warehousing, drayage, deliv- 
ery, sales cost of 15 per cent, such ov erhead expense 
as would be chargeable to goods if they were being 
soid by a merchant engaged in merchandising busi- 
ness, plus a profit to the company. Such salesmen 
should at all times be protected in the matter of sales 
where closed in the offices of the company, 
mon having been identified with the origin of the 
\len employed en a basis of a minimum draw 
ing account 
should not be required to do any investigating or 
other work unless it has a bearing on the particular 
cases where same has to do with a sale they have 


ade 
made 


“TI believe that men engag 


SP? 50 


the sales 


as against commissions earned by them 


Letter No. 2 
“The writer has been engaged during the past ten 
vears as commercial agent or sales manager, always 
with a force of salesmen whose efforts were confined 
to the placing of applances in the homes of gas con 
patrons. Ten years ago it was the practice of 
most companies to pay straight salaries. It is now 
almost universally agreed that some commission ar 
rangement is much better. It is felt that. in the 
first place, some incentive that will offer greater re 
ward for greater effort is always profitable rhe 
exact method of arriving 


pany 


it the basis of commissions 
:s not important, so long as the proper incentive ts 
furnished. It should in all however, ofter 
enough remuneration as reasonable for satisfactory 
volume of results to attract high-grade men. When 
we say ‘high-grade men’ we mean men who are quali- 
fied to enter the homes of our patrons and intelli- 
gently discuss their gas problems, whether or not a 
sale is in prospect. From the very nature of the 
work that men of this class must do, a sales manager 
or commercial agent, if not careful, is apt to fall into 
the habit of feeling that his men are simply can 
vassers and that their efforts are simply confined to 
making sales for appliances. It should always be 
remembered that in the minds of patrons a visit from 
such a company representative is classified as a ‘man 
from the gas company,’ and if such a man possesses 
the right qualifications he invariably makes a friend 
for the gas company, or at least establishes a closer 
touch between the utility and the customer in case 


Cases, 
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the customer felt no particular animosity toward the 
company before his visit. 

“One reason for this—and this could easily be 
overcome—is that most gas companies, when cgn 
sidering their organization as a whole, are inclined 
to feel that they must hold their selling force down 
so that their earning power will not too greatly ex- 
ceed the salaries paid in other departments, such as 
the commercial or accounting or various positions in 
which technical men are employed in engineering or 
semi-engineering capacities. It is believed that if 
facts were known, and if gas company executives 
would only admit it, this one thing has had more to 
do with the failure to hold good sales representatives 
than anything else. \en highly advanced in the gas 
industries will get up in convention and 
mention this very condition, and then go back to 
their offices and fail to make proper effort to have the 
condition corrected. 

“To summarize the above as briefly as possible, it 
might be said that in our opinion the appliance de- 
partments of gas companies as a whole will be in a 
better position to secure the good-will of the patrons 
if they will cease allowing themselves to continue in 
the hidebound rut of holding compensation down to 
a plane comparable with the compensation in other 
departments, and conduct their business on a strictly 
merchandising basis through and through.” 


sessions 


Letter No. 3 


“We have always found that paying a reasonable 
salary and fair commission produced the better re- 
sults, because where conscientious salesmen are em- 
ployed their better nature revolts at the fact that 
when they are not turning over orders enough to 
warrant the salary being paid them they become sen- 
sitive to a degree and the consequence is more orders 
secured through hard, conscientious application to 
work.” 


Letter No. 4 


(Salespeople working on the floor.) “This class 
of salespeople we pay on a straight monthly basis. 
We hire men and women in this work, and their rate 
of pay runs from S90 to $185 per month at this time. 
The only additional compensation these people re 
ceive is when the head of the department desires to 
push or clean out a certain line of merchandise Then 
they are given a ‘P. M.,’ or pin money, amounting to 
25 cents to S1 for each sale made. It is our desire to 
sell our merchandise on a cash basis, and to further 
this the salespeople are given a small ‘P. M.’ for each 
cash-with-order sale that they turn in. 

(Outside salespeople.) “We have a crew averaging 
fifty men who are assigned to certain territory, and 
these men are paid on a salary-and-commission basis. 
‘These men have a drawing account and are guar- 
anteed S100 per month and paid a commission 
amounting to 3 per cent on the first $1,000 worth of 
merchandise sold during the month, 5 per cent on the 
second $1,000 and 6 ver cent on all sales exceeding 
$2,600 during the month. ‘These men are taught to 
sell our entire line of merchandise, and by sales we 
mean connected load. The ‘P. M.’ proposition is 
also given to the men working in this class. 

(Campaign salespeople.) “Men and women are 
employed for this work and are paid on a straight 


commission basis, and they offer for sale such things 
as campaign irons, top lighters, small lights, et 
Cheir commissions run from 10 to 20 per cent. 

“it is the writer's opinion that a great many of the 
good gas merchandise salesmen left us during the 
war for fields more profitable, and for this the writer 
believes they could not be blamed, because a great 
many gas companies during the war ceased doing 
any merchandising business; but it is believed, and 
from our records it is found, that quite a number 
have of late returned, or at least made <¢ 

} 


pplication to 
come back. l 


y interested 


i 

Now, if the gasman is real 

in merchandising on such to make him 
worthy of being called a merchandiser, the days are 
coming when the gas merchandise salesman will look 
upon the industry as a business in which he can make 
a good living.” 


a scale as 


Letter No. 5 


“Industrial gas salesmen. who might be classified 
as industrial engineers, are given a straight 
monthly salary, which salary averages with these in 
dustrial fuel men who have been with the company 


severai years approximately $200 per month. 


gas 


“The general salesmen in the residential and small 
commercial work are paid a 10 per cent commission 
on all sales of appliances made, 


minimum of $15 per week. Of 


with a guaranteed 
course we Institute 
special campaigns in which we pay the men during 
the educational period and then have them go cut on 
a 10 per cent flat commission basis.” 


Letter No. 6 


“We probably have about eighty-five outside and 
oftice salesmen in our gas and electric selling or- 
ganization. We have twenty offices throughout the 
State selling gas and electric appliances. 

“For quite a long time we paid our men salaries of 
from S100 to $140 per month, plus a commission of 
2 per cent on where the were made di- 
rectly by them and 1 per cent on sales made in the 
offices on which they that 

These sales had to 
after 


sales sales 


show calls 
made and customers interested. 
materialize within 
made. 


could were 


sixty days the calls wer 

“fast month we put into force a schedule by which 
every man had to earn his salary before any commis- 
sions were paid. In other words, he had to sell ona 
10 per cent basis before the commissions could be 
operative The reason for the change was that we 
found we were paying them as high as 20 and 25 per 
cent in salary and commissions on sales made. With 
this new schedule, if a man does not earn a commis- 
sion for two or three months running he will be told 
that we cannot keep him unless he shows results. 
If warning does not have the desired effect he will be 
replaced by someone else.” 

The information gathered from the stove manu- 
facturers, wholesale and retail hardware and furni- 
ture firms gives us a basis somewhat as follows: 

Salesmen for the stove manufacturers art 
a basis of a salary and expense plus a commission 
on sales, which total amount cannot exceed a pre 
determined the 


paid on 


sales cost, commission in this 1n- 


stance being the difference between salary and ex 
penses and the predetermined sales cost. 
(Continued on page 307.) 
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Securing and Holding Bigger Gas Appliance Sales 


Getting Out on the Firing Line After Business 


By J. B. DILLON 


The town baseball team had won the pennant the 
year betore, but was making a very poor showing 
this vear. Speeches were made, articles: written, stil! 
there was no improvement noticeable in the work of 


the team Teamwork was lacking. During one of 
the meetings an old fellow said: ‘“‘Now, folks. the 
whole trouble is due to just one thing: This 
years games are not won by last year's hits.’ 


The home team had 
quit hitting the ball, 


ing on a chair or table top, of unscrewing 
attaching the appliance. Houses are, ne 
| 


4 
nt 


a bulb and 
To 
with the 


lav with the view of instructing the public 


VW 


economy and convenience to be derived from 


of electricity. Contractors must do this 


work through the architect. and in bidding on 


they estimate the cost of a job as it shoul 


e 


ir 


‘ 


1 be 


d 


11S 

must 
ibs if 
done 


they are serving the league by standardizing service 


ol a co-operative 


nature 


and not of a competitive 





is co-operation and all the 
talk, writings, threats 
etc.. was just so much 
wasted time. What was 
necessary to gain that 
which was so earnestl: 





lacked teamwork. which : — = 


— nature. 


competitor 1s 
stable ere his 
out Even 


Don't vou see 


0) 


1 
th 


at yvour 


the 


1? 


r< 


1 . 
norse 


before 


house is built, | 


1 the 


ce 


tc 


the 


} 


ie is Poing 


" 5 to arrange wit archi 
Healeded..thied alk ae Woe Biff the other fellow in the eye iaiee ciel cinirdind th: an 
team again takine the ° ° range taps, outlets, con 
1 Ei SERS I 6 before he biffs you, is the song Sete ie ie as the 
effort or, in common par that Mr. Dillon sings in this out- folks who liv n the 
lance, better plaving. house cannot resist your 
\VWhat has this to d burst of enthusiasm. We don’t opponents’ plea to ust 
with our own affairs? electrical utensils 
Well. a short time since see how anybody could fail to put Ouite true, all that the 
we were told that electrical league asks is in 


throughout the country 
there was being organized 
a Co-operative Electrical 
League and, of course, 
they were to be our op 
ponents. What have we 
done to get in tractice for 


1 


article.—Editor. 





~ 


up a real battle after reading this 


the big gyames ° ————— _ — 


ing, but the 
about arrange) 
ing so that 
know that 








Guess W e’\ e done about 
as much as thev have? 

No, we have not, and even if we had that wou!d not 
be sufficient. \We must do more. 

Here are a few of the things that they are doing, 
and you will readily understand that it is going to 
take somie mighty strong “team play” to beat them 

\fter strenetheninge their local organization in 
Denver, the electrical league sent fcr Lawrence \V. 
Davis, special representative of the National Ass¢ 
ciation of Electrical Contractors, and 


the eated 
Mr. Davis so nice that he is going to remain a month 
and explain to them just how to get the business and 


keep it. 

Perhaps some cf vou would like to knew some of 
the things Mr. Davis said. Here it is: 

“People in the past have bought such appliances as 
toasters, percolators. fans and numerous others, in 
the light of novelties. They have been impressed 
with the true worth of these appliances and hay 
come to regard their use as economy of a high na 
ture, but vou wander into homes here, there and 
everywhere, and find these appliances put away on 
shelves and hidden in closets. This is the case be 
cause people have tired of the inconvenience of climb- 








LL —— = — cheaper, too 
properly ta’ 


1 ] 
could select 


ances and use them to their best advantag 


lfave you as dealers made anv effort 


architects, contractors and pipe fitters wi! 


1 


most of the thi 


the line of good 


engineer 


iid nothing 

vas pip 
folks who 
ee 


nes equally 


TY) 


1 


as well as electricity 


and 
if it was 
ire of 
ppl; 

= 
Oo see that 
work ina 


harmonious combination to bring about such results: 


Have you. even though the new house s outside 
of the present distribution system made an effort to 
have the builder install gas pipe s so that when th: 
main was extended it would cost but a small amount 
to connect the houses on in a neat and up-to-date 
manner ? 

No! You have not. and vet vou sav that vou have 
done about as much as the opposing team 

\Vhy, you have not done anything but build splet 
did gas appliances and then trusted to luck that som 
body would recognize their value. 

Now when vou contemplate the inroads the oppo 
sition are making you are ready to accuse ours 
of negligence and short vision, from a business stand 
point and vou are ready, like the scared zen whi 


was held up by a bandit: 


“Oh, please take all I've got. but spare 1 


Nant & 
Ca 


(Continued on page 308.) 
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FILES 


By H. L. Jones 





Every business office in these times possesses some device for preserving useful 
information which comes to it, and for so distributing the accumulation that it will 
be always immediately available. 


This has come to be known as a “file.” 
A file has definite uses and definite dimensions. 


Papers which contain nothing useful or novel are not placed in the file—they go 
into the waste basket. 


And papers that exceed the dimensions of the file cannot be placed in it—they are 
usually lost. 


And papers that are too small fall down between the larger sheets—they retire 
from view. 


And papers that do not contain a definite idea are difficult to index—they lose their 
identity. 


A SALESMAN IS PERSONIFIED INFORMATION, CONTINUALLY URG- 


ING HIMSELF UPON OTHER MEN AS SUITABLE MATTER FOR THEIR 
MENTAL FILES. 


A pair of sturdy legs and a calling card do not completely outfit him for his 
profession. 


A salesman must possess information useful to his prospective customer and suf- 
ficiently novel to attract attention and force investigation. 


A customer is not interested in knowing that a salesman is selling oil, wine or 
water, or that he considers his particular article the best of its kind. 


But the customer is vitally interested in being shown convincingly that he needs 
one or all of those things. 


If the salesman cannot convince him of that, he goes into the mental waste basket. 


A salesman who, through any means from suavity to knavery, sells a customer 
goods that are not of real use and profit or who oversells, exceeds the dimensions of 
that customer’s file—he is lost. 


A salesman who misrepresents his goods or misleads his customer is small. 


He is so small that he is hidden under the bigger men. He goes out of his cus- 
tomer’s view. 


And the salesman who approaches his prospect without a definite idea, leaves a 
vague impression behind him. 


He is difficult to index in the mental file—he loses his identity. 


MEN LIKE THESE ARE NOT SALESMEN—THEY ARE MERELY PEO- 
PLE. They interview office boys. . 


Know your own business. 


Know your customer’s business: better than he knows the particular portion | 
which interests you, if you can. 


Convince him of his needs. Convince him of the profit—in dollars and cents— _—s 
to accrue from his needs being supplied by you. | 


Sell him just what he needs: the right thing: neither too much of it nor too little. 


Tell him the truth without fear. Or ii the goods you handle interfere with the 
truth, give up the goods and sell someth/ng else. 


Make the customer desire your aid. and he will send for you in time of need. 


HE WILL HAVE YOU IN HIS FILE. 
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on page 4 of the advertising section. 
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Gas Merchandising a Live Issue 

It was in the first issue of March, this vear, that 
the American Gas JoURNAL, in response to a demand 
from its readers began the publication of one issue 
each month devoted to gas merchandising subjects 
Since that time there has been presented to the mem 
bers of the gas fraternity articles which have been 
declared by competent authorities to be a departure 
that has not been equaled. 

This matter comes up at this time because of the 
the 
Gas JOURNAL during the past few months has accom 


declaration made a few days ago that \MERICAN 
plished wonderful strides in increasing the value of 
its service to the industry. This tribute came entirely 
unexpectedly and was the more welcome because of 
this. 

This question of merchandising is coming more anJ 
more to the front, particularly when it is coupled up 
with the general service that companies are giving to 
the customer. It is generally realized, we believe 
that the company which is most prosperous is the one 
that is devoting time and money to the education of 
the consumer. There is no more important branch 
of this activity than that of educating the public to 
the proper use of gas appliances and the supplying oj 
That is what the merchandising 
issue of the AMERICAN GaAs JoURNAL is doing: 


these appliances. 
telling 
of the methods that have brought and wil! bring con 
structive results to those companies which have tried 
seriously to establish a new business or sales depart- 
ment that has a fundamental in service. 

Phat the AMerIcAN Gas JouRNAL has accomplished 
its aim is proved by the many letters that have been 
received commending this paper on its progressive- 
ness. The establishment of the gas merchandising 
issue came after a survey of the field by competent 
men and as aresult of the demand. The gas industry 
has become accustomed during the past sixty-two 
years to turn to the American Gas JourNaAL for help, 
and we believe that we are sufficiently modest when 
we quote a remark that was made to a representative 
of the JouRNAL a few days ago: “When I need infor- 
mation | obtain it at from 


can once 


JOURNAI 


the 


That’s why I support it.” That is what comes of out 
years of service as a weekly magazine. 
But the plans that have been made for the AMER 


IcAN GAs JOURNAL during the coming months and years 
will far surpass those of the years that have gone by 
1] 


Those who are familiar with them declare that it wil 


mark a new era in trade publication history. 





Appealing to a Woman 
Anybody who in any way ts connected with the 


} 


sale of gas burning appliances, and to our way o! 


thinking that includes anybody who is interested in 
the development of the gas industry, will be bound to 
be interested in that article, “\What a \\ 
About Gas,” 


oman Savs 
which is published in this week’s issue. 
The arguments that are advanced by the writer are 
the arguments that appeal to her as a woman and 
they are the ones that she recommends that salesmen 
use in interesting prospective buyers. 
‘The author makes many excellent points, not 1! 

least of the fact that the 
household is interested in service, while the 


which is woman of the 
question 
regarding gas so far as the husband is concerned nar 
rows itself down to: what does it cost. 


the 


This has long 


been the contention of AMERICAN GAS JOURNAL, 
and it would seem that the stand is vindicated by this 
writer, who says that the woman finds in gas the solu 
tion of many of her domestic problems that cannot 
be measured by time or money. 

here is another point in the article which wai 
rants comment. ‘That is the fact that the average 
consumer will pay a grocery or butcher bill that has 
grown extensively and will readily excuse it in his 
own mind but that when the gas bill jumps then there 
Is at once a great to do about it and the gas company 
is blamed. \We believe that every gasman will admit 
that this has been his experience and it is one of the 
points that the industry must devote itself to if it is 
to remove much of the ill-will that has been en 
vende red 

We know that the sales department of any gas 
company is constantly striving to improve its service 
but once in a while a pointer helps out a lot. That is 
what we believe this story will do: act as a pointer 
for gasmen. We are going to have more along thi: 
same line. We shall be glad to have suggestions and 
opinions regarding the thought of the reader on thi 


subject. 





The Sales Situation 
The sales situation in the gas industry certainly pre 


senis many interesting features as analvzed by the mem- 
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bers of the Pacific Coast Gas Association at their recent 
annual meeting. The report which was read showed 
how carefully the subject had been studied, and the 
reports that had come to hand from various companies 
also gave a line on how executives generally regarded 
the sales situation. 

As has been said frequently in these columns, the 
principal requirement of any company that is attempting 
to develop gas appliance sales is an efficient organiza- 
tion. This, of course, includes an able, experienced 
manager for the head of the department. Then, the 
personnel of the department must be selected most care- 
fully, for these are the men who will bring home to the 
consumers the fact that the company is composed of 
red-blooded humans and is not an automatic machine. 

During the war and the boom period immediately 
following, gas companies generally experienced great 
difficulty in maintaining sales forces. This was due to 
two reasons: First, companies generally, because of 
low rates, did not desire to add any outlets for their 
product ; and, second, because men were enticed to other 
lines of business by the prospects of greater salaries or 
When the bottom fell out of the situ- 
ation and these men were without positions, they did 


monetary return. 
not return to gas companies but, instead, insisted that 
they would not reduce their demands, and the resulting 
stagnation of business has continued to keep them from 
aiding in the return to normal conditions that is so 
greatly desired. 

There is a bright side to the question, however, that 
That is, the fact that 
start up again younger 


must appeal to every gasman. 
when the industry was ready to 
blood had been brought in, and these men are being 
trained to take the responsible executive positions of 
the future. They have come to us with no preconceived 
notions regarding their worth and regarding the con 
duct of the business, and so have been easier to train. 
‘lhe situation presents a problem that requires a great 
deal of thought, and certainly there is no better line of 
reasoning than that used by the committee of the Pa- 
cific Coast Gas Association as reported in this issue. 


What a Woman Says About Gas 


(Continued from page 297.) 


natural result of company and fruit canning, as they 
long ago learned, but they labor under the delusion 
that the gas meter should register about so much gas 
consumed each month, regardless of the circum- 
stances. If they’d stop to consider, and do a little 
figuring, they probably would find their gas bill is 
less, comparatively, than their grocery bill. 

Many gas users realize all this, and take increased 
eas bills as a matter of course when the consumption 
has been greater than usual. But the education of a 
great many more gas users has been neglected along 
these lines, and they should make a study of the cost 
of gas, and compare the cost of gas and the benefits 
of gas to the cost and benefits of other fuels. and to 
these of other household commodities. ‘The result 
would surprise a lot of gas users. 


Here’s a Bull’s-Eye Shot 


Gas, and the free use of it, has done more, perhaps, 
to lighten the drudgery of housework than any other 
one agency. Ask any woman who uses gas—she wil 
teli you the same story. It lifts a burden every time 
it is used and in every place it is used. In preparing 
meals, in heating water for dish washing, for scrub- 
bing and washing, for the bath and the bathroom, in 
countless other ways, gas has proved itself the stanch 
and faithful friend of the home and family. 

he campaign of education in the use of gas, and 
the study of its cost, should be carried on by every 
salesman of gas and its appliances, and every satisfied 
gas user should tell her story to her neighbors. The 
S. G. U. becomes thereby a benefactor to her fellow 
housewives. 

Every ounce of drudgery lifted from the house- 
keeping burden gives the housekeeper more time for 
her husband and children, more time for self-improve- 
ment, more time to be neighborly. more time for her 
church and club—more time to be a woman, free to 
do the things she likes and enjoys instead of being 
harnessed to unnecessary household drudgery. 





Higher Gas Rates Inevitable 

The Duquesne Light Company News, the official 
magazine of the Philadelphia Company’s various util- 
itics, brings out several points in connection with the 
necessity for higher gas rates. They say in part: 

“It is probable that all of us are not as familiar as 
representatives of the gas department with the nat- 
ural gas situation but it is very important that we 
know something about their problems. Gas is be- 
coming scarcer each year, harder and more costly to 
find, and naturally more valuable. This means that 
rates for natural gas will necessarily be higher as the 
vears go by until the point is reached where its won- 
derful advantages as a convenient, comfortable. cffi- 
cient, clean fuel are finally equaled by those of sub- 
stitutes. Natural gas will always be the ideal fue! 
for cooking and and water heating in the home until 
it is exhausted or until the cost exceeds that of manu- 
factured gas or petroleum based upon equal efficiency 
It is certain to cost more each vear to provide a suffi 
cient supply of gas for this normal use, although gas 
experts do not believe that they can long continue to 
secure su‘ficient supplies to care for the unusual peak 
demands for house heating on very cold davs The 
tendency is therefore to discourage the use of gas for 
house heating and the belief is that as the cost ad- 
vances use of gas for main house heating wiil gradu 
ally diminish. 

“As the fields recede from the points of consump- 
tion and as the pressure of gas at the wells drops, as 
it has been constantly doing, longer pipe lines will be 
necessary in addition to greatly increased capacity in 
the compressor stations to transport it. This will in- 
crease the cost of gas sold, and there is no wav of 
escaping it. As the cost of producing and transport- 
ing a decreased volume of gas constantly ascends. 
there will also be a constantly increasing cost per 
thousand cubic feet of gas delivered because of the 
fact that the same operating, meter reading, inspec- 
tion and billing forces will be needed for the smaller 
volume of gas sold that is now required for the larger 
volume. 


“Higher rates for natural gas are inevitable and it 
would be well for emplovees to explain to friends and 
neighbors the conditions that make this unavoidable.” 
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Advertising Is Proved Science 


Definite Results Will Follow Application of Set Laws 


lf the man who has charge of the gas company 
advertising will realize, once and for all, that he has 
at his conmmand as definite a set of laws, and as defi- 
nite reactions following the application of these laws, 
as his brother in charge of gas manufacture it will 
not be necessary to point out the necessity of efficient 
publicity to the public utilities in papers and reports. 
Phe necessity will make itself apparent in the results 
obtained. Satisfactory re- 
turns can no more be ob- 


Illustrations which have no cennection with the copy 
are worse than useless. 

The illustration itself must have interest. A sim- 
ple picture of a water heater or a gas range attracts 
the attention only of a few who are actually inter- 
ested in those appliances. An illustration of one of 
these appliances in connection with some action on 
the part of the figures which is sufficiently out of the 

ordinary to excite curios- 





ity has, however, a defi- 





tained from _ publicity 
which defies the funda- 
mental psychological laws 


of advertising than can 
good gas from a process 
which defies the funda- 


mental physical laws gov- 
erning the destructive dis- 
tillation of coal or oil. 

In every advertisement 
there are two prime fac- 
the article to be ad- 
vertised, be it gas, an ap- 
nliance or the good-will of 
the corporation, and the 
market for the article. The 
object of advertise- 
ment is simply to sell the 
former to the latter. The 
fundamental laws of ad 
vertising follow from this. 


tors: 
of advertising. 


the 


The Advertisement Must 
Be Read 


The committee on advertising 
of the Pacific Coast Gas Associa- 
tion last week told the members 
of that organization of the value 
Here is the re- 
port. You can’t go wrong if you 
read it.—Editor. 


nite value which is too 
often overlooked even by 
experienced copy writers. 
Should the use of an il- 
lustration prove impracti- 
cable on the score of ex- 


pense, careful thought 
must be given to the head- 
| line and to the opening 
sentence. 
} 


Here again the greatest 
care must be exercised 
that headline and opening 
| sentence have a direct re- 
lation to the copy. We all 
remember the disappoint- 
ed feeling following the 
reading of one of the old 
| time advertisements that 
started off with what ap- 
peared to be the thrilling 
details of a bloody murder 
and ended up with an in- 
vitation to use someone’s 








To effect anv sale it is 
first of all necessary that 
the advertisement shall be read. Unless the 
writer can reasonably assure himself of this his labor 
is in vain 

1s the object of the average newspaper reader is 
to glean the news rather than the advertisements, 
the latter must compete with the former in interest 
if they are to secure attention. 

To compete with the news there must be in the 
illustration, in the headline or in the opening sen- 
tence of the advertisement something that will at- 
tract the attention of the readers from the surround- 
ing columns, and the balance of the copy must be so 
written that the interest of the reader, once attracted, 
will be held until the story is told and the desired 
reaction has taken place in the reader’s mind. It is 
a proof of the good advertisement if it is remembered 


<oOpv 
copy 


by the average reader twenty-four hours after it 1s 
read. 

(of the value of an illustration to attract attention 
and drive home the story there can be no question. 
or newspaper work a good line drawing with plenty 
of contrast cannot be excelled. The illustration 
must, however, bear a definite relation to the copy. 





pink nills. 

It is the -writer’s 
duty to find the human-interest side of a seeming], 
duli subject and to play upon the feelings of his 
readers with that interest 


CON 


Instincts to Be Appealed To 

In order to use this interest effectively it is neces- 
sary to appeal to one or more of the human instincts 

Those most easily touched by the advertisements 
issued by a gas company are as follows: 

l. Appetite (Hunger, Tastefulness).—Applicable 
particularly to gas cooking appliances, 

2. Comfort—Applicable to all gas appliances from 
a labor-saving standpoint; particularly applicable to 
water and house heating. 

8. Devotion (faithfulnes, Loyalty).—The point of 
appealing in all good-will advertisements; also used 
in appeals to one member of a household to purchase 
appliances for the convenience of another: and, most 
important, the love of a mother for her children. 

t. Fear (Timidity or Caution).—May be used with 
discretion in pointing out the safety of gas as com- 
pared with other fuels. 

5. Humor.-—Should be used The 


with caution 
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reader is apt to remember the joke and forget the 
advertisement. It is difficult to take seriously a sub- 
ject which is treated humorously. 

§ Acquisitiveness.—This includes the bargaining 
instinct, and is one of the most valuable appeals if 
not overdone. Do not make your bargains too fre- 
quent. When you put on a sale put it on at the right 
time, and if you advertise a bargain let it be a bar- 
gail. 

7. Competition—The instinct of the average per 
son is to want everything just as good as her neigh- 
bors and a little bit better. 

8. Curiosity.—A_ particularly valuable appeal in 
putting a new or little known appliance on the mar- 
ket. In fact, the most valuable appeal of all in this 
Just tell sufticient of the story to make the 
reader ask for the balance of the information. Every 
one wants to know why the wheels go round. 


case. 


9. Ornamentation—Appeals to the esthetic 
of the reader. 
modern woman. 


side 
\ particularly strong instinct of the 


10. Imitation.—The instinct to follow the fashions. 
lf 60 per cent of the houses on one street are heated 
with gas it is easier to sell the balance than if none 
of the other houses were using gas house-heating 
appliances. This instinct is always a good one to 
appeal to in closing an advertisement whenever it is 
possible. 

11. Cleanliness.—An instinct which is strongly ap- 
pealed to by all gas appliances. 

Do not attempt to appeal to all the instincts at 
once. The result would simply be confusing. Plan 
a series of advertisements, each appealing to one or 
perhaps two or three allied instincts. 

Presuming that the copy writer has decided on an 
illustration or headline which will attract the atten- 
tion of his reader from the surrounding news and ad- 
vertising matter. and that he has decided upon the 
instinct or instincts to which he desires to appeal, 
he has still to fill. three other fundamental demands. 
tle must (1) hold the interest of the reader until his 
closing sentence is read: (2) he must create a desire 
for possession of whatever he may be advertising; 
(3) he must stimulate action on the part of his reader 
to complete the act of possession. 

These three. with the attraction of attention, form 
the links of a chain. 
or missing. 

lo hold the 


\ll are useless if one is broken 
reader’s interest the copy must be 
clear; it must be concise; it must be absolutely con- 
vincing ; it must be written in simple, non-technical 
I:nglish which flows readily and evenly; it must stay 
unwaveringly by the subject at hand without an ex- 
traneous word. 

To create desire the copy writer must place him- 
self unreservedly in the place of the reader. The 
points which would naturally appeal to the writer 
may not appeal to his prospects at all. He must play 
upon every sensation affecting the instinct he is ap- 
pealing to, gradually building the desire to a climax 
before he comes to his closing stimulant to action. 

Bald cataloguing of the merits of an article cre 
ates little desire. It is only by picturing what these 
merits actually mean to the reader that they can be 
driven home, and it is in emphasizing this actual ap- 
plication that the illustration can be best utilized. 
If the copy writer can make his reader mentally pic- 


ture the appliance in use in his or her home he has 
gone a long way toward achieving his object. 

The closing stimulation to action should be brief 
but full of punch. To omit this stimulation is to 
allow the advertisement to pass out of the reader’s 
memory. ‘The easier the action by which the sale can 
be completed the more effective will be the adver 
tisement. The use of the telephone is always to be 
encouraged, and a postal card is easier to write than 
a letter. Coupons are excellent for certain types ot 
advertisement. 


Gas Companies in Favorable Position 


(sas companies are in a favorable position as com- 
pared with other merchants, in that many people call 
at the office to pay their bills. Advantage might well 
be taken of this in advertisements. 

Copy is generally divided into two classes: (1) 
“Human interest,” which appeals almost entirely to 
the instincts and very little to the reason; and (2) 
‘Keason Why,” which appeals to the reason rather 
than the instincts. Both are valuable 
applied to most types of gas appliances. 


a* 


and may be 

In general 
it may be said that men are more susceptible to “Rea 
son \Vhy’ copy and women to “Human Interest.” 
[It may also be said that appeals to the purely prac- 
tical instincts demand “‘Reason \\ hy” and ap 
peals to the esthetic instincts Interest” 
COpy. 


COWMY 


“Tuman 


In conclusion: Wo 
superlatives ; 


not exaggerate; do 


too much. 


not use 
do not trv to say \Vrite as 
you would talk to your reader 

A salesman does a good day’s work if he talks to 
twenty prospects. Do not try to write a message to 
thousands in ten minutes. 


Good-will Advertising 


In good-will advertising the instincts to be ap 
pealed to are limited to Curiosity, Devotion and 
Pride (particularly Civic Pride). The creation of a 
desire to purchase is replaced by the creation of sym 
pathy with the objects of the corporation, and the 
stimulation to action is replaced by a strong sum 
ming up of the preceding copy. Some form of cli 
max is an essential to every advertisement if any 
permanent impression is to be left on the memory 

Owing to the limited number of instincts to be 
appealed to, and the fact that these instincts are les; 
easily approached than any of the others, good-will 
advertising requires far more skill than any other. 
and rare indeed is the copy writer who can give his 
advertisements the necessary punch and at the same 
time achieve his object by selling confidence in the 
corporation to his readers. 

ihe delusion that every public utility corporation 
is an octopus, existing solely for the purpose of 
draining the life-blood of the consumer, is deep 
seated even in these enlightened times, and it is only 
by the greatest tact and real frankness that this 
prejudice can be overcome. 

‘Though it is essential that the public should realize 
that a very small portion of the earnings goes into 
the hands of the common 
of statistics or chart 
tention 
that 


stockholders the bare us: 
will not insure the reader’s at 
In fact, they are repulsive to the very class 
good-will advertising is intended to reach, 


\ ast sums have been spent by big corporations on 
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a type of good-will advertising based on charts and 
statistics alone. It is a proven fact that these adver- 
tisements are not read by one in one thousand of the 
readers of the periodicals in which they are pub 
lished. 

it seems to us that the story type of advertisement 
is that best adapted to insure the attention of the 
reader to a good-wiil appeal and that great possibili- 
ties are open to the siilled copy writer in the devel 
opment of a series of advertisements of this type. 
(Owing, however, to the supreme importance of this 
phase of publicity work, and the fact that a carelessly 
written advertisement may do more harm than good, 
it is strongly recommended that the preparation of 
good-will copy be entrusted only to a skilled adver 
tising man. 

As a final suggestion we would like to point out 
the possibilities of advertisements showing the class! 
fication of stockholders, common, preferred and bond, 
into trades or businesses and earning power. A frank 
statement of this kind attractively presented would 
undoubtedly do much to overcome the “bloated capi 
talist” idea. 


Developing and Paying for Sales 


(Continued from page 300.) 


‘The wholesale hardware salesman representing the 
firms we visited is paid on a straight salary and ex 
perse, with no commission but in some instances a 
bonus at the end of the year. 

Phe stove salesman in the hardware and furniture 
store is paid a straight salary, a salary and com- 
mission, depending on the store; but your committee 
found that a high-grade stove salesman 
salary of from 3250 to S350 per month. 


was paid a 


Conclusion 


The first requisite to the successful operation of a 
sales department, be it a public utility or a depart 
ment store, is the choice of an able sales executive 
Ile must he a man possessing deep understanding of 
human nature, experienced in the sale of goods, pos- 
understanding of accounting, 
experience, costs, economies and the relation of sales 
to local conditions. 


] 


sessing an 


execullv¢ 


} 


lo sum it all up, he must have ability on a par 
with that required in the chief engineer or chief ex- 
ecutive of the company. 

The day of considering the sales manager as an 


appendage to any business is past, and successful 
enterprises are distinctive because of the ability con 
tained in the sales department. 


\\Ve state this as a truism, that it is impossible for 


iny business enterprise to exist—the gas business 1s 
no cxception—unless modern sales methods are prac- 
tised. 

It is our opinion that a large portion of the diffi- 
culties besetting the successful operation of a public 
utility are brought about by the failure to recognize 
the necessities of the sales department 

ltriefly, the sales department is the one vital con- 
tact which any business organization has with the 
public with whom they are doing business or expect 
to. No amount of publicity can ever take the place 
of personal contact, and the proof of this is evident 
through an analysis of everything of importance that 


has ever happened in the history of the world. The 
public demands expression in the concrete and is 
not satisfied with the abstract. 

The utility that depends upon the bare advertise- 
ment “of their service” is pinning its faith to a reed, 
for service is something that may be broken down 
through causes beyond the power of man to prevent 
and no amount of advertising will affect unless there 
be a representative of the company, through per- 
sonal contact, to right an embarrassing situation. 

Corporations are only soulless because of lack of 
proper representation. Surely the executive heads, 
the auditors, the engineers of the corporation cannot 
create the human touch necessary in the healthy de- 
velopment in any business without the aid of a de- 
partment whose efforts are devoted to the giving of 
the service in the highest sense of the word to the 
public. The sales department is the only answer. 

It is that the personal equation always 
has and does now bridge the distance between well- 
meaning officials of a corporation and the public. 

Unless there be a basis of intelligent understand- 
ing of the motives and goal of the public service cor- 
poration by the public it is inevitable that the public 
service comporation, as now conducted, will through 
the public ignorance pass into the municipal or 
ernmental control. 

‘To us who have given a lifetime of impartial study 
to the question there is no doubt but what such an 
end leads to failure and the decline of 
effort. 

\ 


oby ious 


COV- 
sV'% 


individual 
.e must bear in mind that the public utility has 
the Herculean task of oy ercoming decades of the 
policy of “the public be damned.” f 


The fallacy of 
that theory was long ago proved. 


The only real con 
tact any organization has with the public is through 
the sales department, and this statement is so true 
that it seems almost unnecessary to state it. 

\\ here gas companies are engaged in the sale of 
appliances they must realize that they are in the 
merchandising business and that the department 
must be placed in the hands of competent men with 
merchandising experience, and that the business, in- 
stead of being operated at a loss, must carry all legiti- 
mate cost and show actual profits. Then, and only 
then, will the companies have the co-operation of 
the merchant and place the appliance business on the 
proper plane. 

The personnel of the sales department must be of 
the highest type, the basis of pay figured on an ade- 
quate salary plus a commission, and salesmen en- 
gaged in this line of work shall earn in the same pro 
portion as in other lines and be assured of permanent 
positions, the only basis of dismissal being 
on their part to show adequate returns. 


failure 





Lower Gas Pressure Approved by Oklahoma 
Commission 


Under date of September 6, I sent in a note regarding 
the order of the Oklahoma Corporation Commission 
requiring a four-ounce pressure. 

The Oklahoma Corporation Commission has now rec- 
ognized the fact that a uniform gas pressure of not less 
than two ounces during the summer months is sufficient 
where the proper stoves and equipment are used. The 
commission previously has required not less than four 
ounces during both summer and winter be maintained 


Ae 
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Securing and Holding Big Gas Appliance Sales 
(¢ ontinie d from pag > SOL.) 

How often have you heard the expression, “The 

eame is not over until the last man is out,” and how 

many times have you seen the home team bat out a 


victory in the last half of the ninth, although the 
odds were apparently hopelessly against them ? 

Why did they win? 

They hit the ball, and they hit it so hard thet: 


opponents became bewildered and victory to the cool, 
determined, well-balanced, co-operative team was 
only a natural resultant. The game ts not yet over. 
You are at the bat. The opposing team is wondering 
what you are going todo. If you prove to be a bunch 
of quitters, victory is gone and the audicnce will 
leave, muttering. “I’m never coming again.” 

There is no reason for you to quit, but there are 
many reasons for you to keep on. As has been stated 
previously and is repeated, you can do most of the 
things cheaper and better than the electrical concerns 

Now there is one thing that we must never do, and 
that is “knock” our competitor. Tell the truth about 
his commodity, if you are asked, and tell the truth 
about your own and rest assured that “the sur- 
vival of the fittest” 1s not mythical. 

Keep at it by advertising in the newspapers and by 
attractive show-window displays, 
sight of that pointer: “See that gas piping goes into 
houses to meet modern conditions,’ all of which 
means so that they will better receptive and con- 
veniently reached for gas appliances 

Let us at this time of the year pay more attention 
to demonstrating our small utensils, but do not 
sight of the fact that few people among the vast mul 
titude relish a cold-water bath at anv time TI 
water for the bath must be heated and there are mvyri 
ads of places where our instantaneous water heaters 
would be welcomed if people understood thes« 
derful objects. Why not arrange a displav in 
show that the crowd will an 
whether or not they come in they will have some food 
for thought, and incidentally something to talk about, 
all of which will help our cash register sooner 


an } do not lose 


lk Sse 


i¢ 


won 
our 
} 


window so stop 


or 
later, keep one in readiness for demonstrating, on the 
inside of vour store. 

Select a nice type of bathtub, an instantaneous 
water heater, arranging them properly in the show 
window. Have made on a white background. with 
black ink, the likeness of two thermometers, using 
the Fahrenheit scale, the one that most folks under- 
stand. The “mercury” line must be red so as to be 
easily read. Caption the one on the left 
the one on the right “After.” 

These cards should be placed on an easel, tilted to 
an angle of about 60 deg. At the foot of the ease! 
we should have our announcement, thus: 


“Before”: 


Facts, Not Theory 


Regardless of the fact that the river, or reser- 
voir, may be ice-covered, water passing through 
our ————— water heater will heat to a tempera- 
ture of — degrees within ———-seconds. 

Come inside and be convinced. 


It is a pleasure for us to demonstrate this won- 
derful invention. We are justly proud of it. 


Other small signs may be placed about the win- 
l - “EY ater for shaving.” “H vater for the 
alow : fot water for shaving, 249t Water for in 
bath,” “Hot water in less than a minute, even when 


the temperature outside is 40 below.” 


ne match seconds, and vou have 
hot water, no matter what the temperature of the 
water supply is. 
Gradient—You may have the water 
not, just hot enough, or lukewarm 
Unlimited—You can heat the water at anv 
minute of the day or night, and in any quantity. 


Nothing but one match necessary to get results. 


i 


scalding 


Have ready some 


literature explaining the modus 


























There are myriads of places where our instantaneous 
water heaters would be welcomed if people 
understood these wonderful objects 


operandi and hand it out to all who come within, but 
do not attempt to “hold ’em up,” as it were. 
a sale, or they will knock you all over town. 
the buying to them, but there is such a thing 
ing a moral without being a minister. Now 
a croaker and whine “\What’s the use?” 
cause the electrical industry is growing by leaps and 
bounds, you must understand that they have a broad 


to make 

Leave 
as point 
don’t be 
simply be 


field for their usefulness, and a field that does not 
have to encroach upon your own. 

If vou feel that size alone constitutes the victor. 
then hearken: 

Over in Illinois a bull knocked a man down and 


cored him into unconsciousness. bull was 
about to make another charge when the man’s little 
tox terrier attacked the bull, biting him 


Friend 


so severely 
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that it was necessary to secure the aid of a veterinary 
to save the bull. 

Dr. Watson 
Say: 


were he asked for a deduction, would 


“It all depends upon what kind of effort 
make to meet the supposed over-awer 
bigness and fight.” 


an we 


Forget their 


A reading of history will show you that various 
animals that once existed are gone, none of their ilk 
remaining. 

Why? 

Because they were killed faster than they could 


bring forth their young. 
\hy were they killed? 
Popular judgment was against them and, oi course, 
they had no one to defend them. They lost all hope 
all desire to fight, and felt like “\What’s the 
then there was no use. 


use,” and 
They sank never to rise. 

This some thing may happen to an invention, either 
electrical or gas appliance. There must be popular 
approval or it cannot last. No one will deny that. 
Hence, it is that we must not let up. The more ag- 
gressive our competitor acts, the more aggre 
our the more aggressively we hit back, 
but better still. let us lead and make him follow. 

Great sport, isn't it. when vou pass the other fel- 
lew on the road when he ts doing his derndest ? 


ssive 


acts must 


There is no royal road leading to knowledge and 
neither is there an Easy Street that leads to business 
accumulation. Knowledge is gained by many years 
of toil and research and even then it must be rehashed 
at times. or we forget much of what we had learned 

That is a truism and it logically follows that unless 
we keep advertising and pushing our business, people 
will forget what they knew about our stock and when 
that happens there will be no popular appro\ of 
course, our “stuff” will be killed, as un- 
wanted animals. 

There is no way to avoid this. It is as true as tw 
and two make four. If this were not true. why is the 
opposition so earnestly after the business? Why 
don't they sit down, fold their arms and wait for 
customers to come in? 

Tough luck, 


al and, 


were the 


vou say, that we have to put up such 
a ight to keep what business we have, or to get more?’ 

No. not at all. We never relish the things we get 
“too easy,’ and therefore it is up to us to engage in 
the friendly fight, but fight like a son- 
when victory smiles upon us 
then relish our business, 


yf-a-gun, and 
. which it will, we can 
for we will know that it was 
worth while, and then prepare for the next battle. 
susiness warfare will go on as long as the world 
lasts, so make up vour minds to that accordingly. 
Say, fellows. we can do it so much better and so 
much cheaper than that other bunch. 





Let’s ginger 
Well, why not from a business standpoint ? up and set the pace. We should worry. NIT. 





What Is Advertising ? 


The Journal has been publishing considerable of late regarding the value of adver- 


tising. In an editorial “Natural Gas” asks “What Is Advertising?”, commenting as 
| follows: 


“Let us get away from the idea that advertising is done only with printed, or paint- 

ed, words and pictures. Every official and employee of a gas company is a living breath- 

| ing, talking advertisement—good or bad—for the company. Good gas service is the 

basis for all gas company advertising. Your part of the work in the mining, distrib- 

uting or the selling branches is just as important in giving good service and creating 
_ good-will as if you were on the advertising staff. 


“It pays to cultivate good-will. It pays the employee personally to have people 
think well of his company. When a gas company has the good-will of patrons it will be 
prosperous, because such a company will he permitted to charge fair rates on money 
invested. A prosperous, contented company will render better service and can also pay 
fair wages to employees. This matter of having each employee live up to the company 
advertising is a most important one. It certainly would be most unprofitable to adver- 
tise good gas service, courteous attention and a desire to deal fairly, if discourteous 
know-nothings or world-soured pessimists were permitted to meet the patrons 


“See to it that employees who must meet the public are naturally good advertise. 
ments for the company. They should be imbued with the belief in good service. Gas folks 
should be taught to realize that attractive offices, courteous demeanor, “the voice wit! 
a smile” and a sincere desire to serve are essential to success.” 
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Public Utilities Securities 
Report 


Prices of Representative Gas Bonds 
(Quotations furnished by The National City Company) 


Sept.29,1921 ings from the bottom to top surface 


Company Issue Maturity Bid Asked of burner, thus introducing secon- 
American Lt. & Trac. Co....... Five Year 6s.......May 1,1925 91% 92 dary air to support combustion at 
Brooklyn Union Gas Co........ First Consol. 58....May 1, 1945 &3'4 84 the point where it is most effective, 
Columbia Gas & Elec. Co....... First 5s..... coneces Jan 1,1927 84 85 without overaeration. : 
Consol. Gas, Elec. Lt. & Pr. : Frank L. Kay, former vice-presi- 


dent and general manager of the Ve 

















Co. of Baltimore........ First Ref. 7%s..... De: 1,1945 100 101 te Eno poy me 
Consol. Gas, Elec. Lt. & Pr. Co.. General 4%4s.......Feb. 14,1935 7414 76 spor ag oct. ee jit ce 
Consol. Gas Co. of New York...Sec. Conv. %......Feb. 1, 1925. 101% 102. 7 ACtlve Charge of the organization 
: f tow Wash... lan Veur fies. 00...Dec. 1, 1921 100 tonsg «NNO *ates Hat the engineering ser- 
Consol. Gas Co. of New York... i oer ere ee tap sl > vices of the corporation are available 
New Amsterdam Gas Co...... First Consol. 5s.... Jan. 1,1948 70 72 to all who wish to utilize them. 
Denver Gas & Elec. Co...... ....Gen. (now Ist) 5s.. May 1, 1949 7914 82 38 ee anne 
Detroit City Gas Co Gold 5s Jan 1, 1923 ) ) Utility Statistics 
Equitable Illum. Gas Lt. Co. of 
Philadelphia PO | ee Jan. 1, 1928 96 99 Figures compiled from reports 
Hudson County Gas Co......... First 88......cccee. NOV. 1, 1949 74 76 made to the Ohio State Publi 
Laclede Gas Light Co........... Ref. & Ext. 5s.....Apr. 1, 1943 791% 8i Utilities ‘Commission show that 
Louisville Gas & Elec. Co....... First & Ref. 7..... June 1, 1923 961% 98 there are in Ohio 923,011 customers 
Michigan Light Co.......... .... First & Ref. 58s..... Mar 1,194 70 73 re! oe a ro os Spat 
. ‘le yne s scribers. 602.618 cus- 

Milwaukee Gas Light Co........ First 4s..... cna cece eee 1, 1927 82 83 2 <e ‘of 1 pee “y i nt Rat cu 
omers of electric light and powet 
Pacific Gas & Elec. Co..........Gen. & Ref. 58..... Jan, 1, 1943 824 82% companies sak Ga cams of wy 
Pacific Gas & Elec. Co.......... Col. Tr. Conv. 7s... May 1, 1925 99 100 ficial gas. The reports shen, hues 
Pacific Gas & Elec. Se oe First & Ref. 7s eeees Dec i. 1940 100 1 101 that more than 1,000,000 passen 

Cal. Gas & Elec. Corp......... Unif & Ref. 5s.....Nov 1, 1937 87 89 gers were carried by the city and 
Peoples’ Gas Lt. & Coke Co..... Refunding ee Sept l, 1947 77 78 interurban electric railway com 

Chicago Gas Lt. & Coke Co... First 5s............ July 1, 1937 80 82 panies. Approximately $19,000,000 
Portland Gas & Coke Co eeeeeeee First & Ref. ee Jan. 1, 1940 79 81 is the amount the State’s privately 
Seattle Lighting Co....... a le Oct 1, 1949 65 70 owned public service companies, 
Southern California Gas Co...... eee Nov. 1,1950 84 §&7 exclusive of steam railroads paid 
United Gas Improvement Co....Two Year 8s....... Feb 1, 1923 99}2 100 in taxes in 1920 to Federal. State. 
Utica Gas & Electric Co........Ref. & Ext. 5s...... July 1,1957 83 86 county and municipal Govern- 
Washington Gas Light Co.......General 5s ......... Nov 1, 1960 82 82 ments. 

Western States Gas & Elec. Co. 3 a 
of California ...... coves Prat & Ret. 68..... June 1, 1941 79 = &2 
Sells Gold Bonds 
‘he Consolidated Gas, Flectric 


New House Heating Gas- 
Fired Boiler 

The Solar Engineering Corpora 
tion, 505 Fifth Avenue, New York, 
announce the Kay-Sola Gas-Fired 
Heating Boiler for house heating 
with either steam or hot water radi 
ation. 


They state that the Kay-Sola gas 
fired heating boilers are the result of 
considerable experiment with the aim 
of developing an appliance that could 
be efficiently operated and at the 
same time occupy the least possible 
amount of floor space. For bunga- 
low heating, where there is no cellar, 
the Kay-Sola Boiler is installed in 


the kitchen and supplies radiation 
with hot water, providing an ever 
comfortable temperature at all times 

The construction and design of 
the Kay-Sola Boiler is such as to 
compel the flue gases to travel the 
full length of and entirely surround 
the boiler internal. The jacket is 
constructed with a view to enabling 
the gas company’s maintenance de- 
partment to have ready access to the 
boiler internal. The burner used 
with Kay-Sola Boilers is of a special 
design which may be briefly de- 
scribed as a rectangular surface up- 
on which thirty-two clusters of gas 
ports, twelve to each cluster, are so 
arranged as to surround cored open- 


Light & Power Company, of Balti- 
more, has sold to a syndicate com- 
posed of Lee, Higginson & Co. 
Brown Brothers & Co Alex 
Brown & Sons, Jackson & Curtiss, 
and Spencer Trask & Co., an issue 
of $9,000,000 first refunding mort- 
gage 7 per cent gold bonds, series 
C, dated Oct. 1, 1921. 





AmeRICAN Gas & ELectric Com- 
PANY has declared quarterly divi- 
dend of 2% per cent on common 
stock, payable Oct. 1 to stock of rec 
ord Sept. 17, and 1% per cent on 
preferred stock, payable Nov. 1 to 
stock of record Oct. 15. 
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Court Reverses Thirty-Seven 
Rate Decisions 

Kansas City.—Records compiled 
here show that the Supreme Court 
has reversed the decisions of the 
Kansas Public Utility Commission 
in thirty-seven cases in which the 
commission has decided against 
granting increase to public utility 
companies. The Supreme Court 
allowed the relief. In the case oi 


the Southwestern Bell Company 
the Supreme Court not only re 
versed the commission, but laid 


down the principle “that slow-mov 
ing commissions which play poli- 
tics in exercising their rate-making 
power cannot force a public utility 
to continue to do business at a 


” 
loss 





Texas Towns Wins First Gas 
Decision 

Dallas, Tex.—The North Texas 
Gas Company and 2,000 cities and 
towns served by it won the first 
decision in the legal contest with 
the Lone Star Gas Company here 
when Judge Kenneth Foree, of the 
fourteenth district court, denied the 
motion of the producing company 
that the bond of the North Texas 
Company be increased from $10.- 
000 to $500,000 pending the settle- 
ment of litigation. 

Judge Foree set the bond at S10.- 
000 and instructed that the North 
Texas Company continue deposit- 
ing monthly in a designated Dallas 
bank the money due the I one Star 
company under the contracts 
which the Lone Star officials are 
seeking to cancel. 


Some Interesting Statistics 

A survey completed by the 
American Gas Association reveals 
in striking degree the magnitude to 
which the gas service of the nation 
has grown. Some interestting sta 
tistics are: 

Gas furnishes the cooking. heat 
and, in many cases, illumination in 
the homes of over 49,000,000 citi 


Zens. 














Communities served with gas 
number 4,600 and meters 8,580,000, 
the gas mains totaling 68,300 miles 
consumed by 
households and industry ‘ast 
required 8,500,000 tons of 
nous coal, 2,000,000 tons of anthra- 
cite coal, 1,500,000 tons of coke, and 
960,090,000 gal. of oil. 


7.000 000 


lo make the gas 
year 


bitum! 


There 
burning cooking 
\merican homes, gas 
ers number approximately 1 
000 and gas heater nearly 1,000,008. 

Hotels, clubs, restaurants and in 
stitutions using gas for all cooking 
number 71,490, while those 
it in part number 13,776. 

The tremendous use of for 
industrial purposes is seen in the 
fact that 25 per cent of the nation’s 
consumption is now by manufac: 
turing concerns, it 


are now vas- 
appliances in 
water heat 


ON - 


using 


yas 


being used in 
over 1,200 different processes. En- 
that because of its 
cleanliness cheapness 
and continuous and _ never-failing 
supply, the f 


gineers say 


economy, 


use of gas, both in the 
home and in industry, is but in its 
infancy 

Factories Use Gas to Lower 

Costs 

Ill—Many industries 
are resuming operations 
here are using gas for fuel to lower 


Chicago, 
which 


their cost of production and permit 
the sale of their products at lower 
prices. The gas company an- 
nounces that 23,366 Chicago indus- 
tries are using gas to-day, finding 
that it saves labor, because no fire 
men are required, and that it ef- 
fects other substantial economies, 
increases production capacity and 
leads to a bettered product. 


Council Accepts Proposal 

Marysville, Cal—The citv coun 
cil has accepted the offer of the Pa- 
cific Gas & Electric Company to 
pay to the city,of Marysville 3 per 
cent of 90 per cent of the receipts 
from fucl gas consumption, instead 
of 40 per cent, as in the past 





The gas company confessed to 
the councii recently that the major 
portion of its gas consumption ts 
of the fuel order and that they 
therefore can afford to be more hb 
eral with the city. 


now 


Wants Public Utility Study in 
Schools 

Seattle, Wash.—E. V. Kuyken- 
dall, director of public works of the 
State of Washington, is advocating 
the teaching of public utility valua- 
tion, rate-making and other vtility 
service fundamentals in the publi 
schools in connection with civics. 

He ascribes “manifestations of 
prejudice and misunderstanding of 
public utility service” to lack of in 
formation and believes that the 
people need education in the policy 
and working of public regulation 
in order that they clearly unde 
stand, judge fairly the work of 
their officials, and not be misled. 

The Vorning com 
menting editorially on plan, 
“Public schools are already 
so loaded with subjects of study 
that the Oregonian hesitates t 
suggest anew one. But regulation 
has become so important a func 
tion of government that it should 
be included as part of the civil Gov 
ernment in which instruction is al 
ready given; in fact, a young man 
or woman is not well informed un- 
less this subject is included.” 


Oreqgonion, 
his 


Savs: 


Gas Bills 

The Saturday Eveniny 
cussing the cost of gus service, 
editorially: “Whatever the con 
sumer’s personal feeling may be, it 
stands to J 


Fost, dis 


Savs 


reason that he must 
either be prepared to pay for gas 
as much as it costs to produce and 
distribute it or make up his 
mind to go without it. Speaking 
by and large, there is no permanent 
advantage in buying at 
low that it throws a loss upon the 
seller, unless, indeed, it is the buy 
er’s avowed purpose to drive th 


seller out 


else 


i price SO 


of business.” 
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Business Recovering, Says 
Banker 
Milwaukee, Wis. — Guy FF. 
vice-president of the Mor- 
ris F. Fox & Co., investment bank 
ers, in a statement reviewing gen- 
eral business conditions, says the 
public utilities are on the road to 
rapid recovery and their securities 
to-day offer the best kind of invest- 

ment opportunity. 
To indicate that the public is 


Gregg, 


again manifesting confidence in the 
different utility companies, he 
quotes statistical records showing 
that more than 1,500,000 citizens ot 
this country have their savings in 
vested in public utility securities, 
that 27,000,000 of the depositors in 
banks have a direct interest in util- 
ities because $1,709,000,900 of their 
deposits are invested in utility se- 
curities. 

“Liberal increases in rates have 
been granted the utilities and every 
depreciating factor seems to have 
reversed itself in favor of the utili- 
ties. ‘Though all utilities were 
hard hit during the war, people are 
now realizing that if they expect 
good service they must permit the 
utilities to earn rates high enough 
to give such service. 
the skies look bright.” 


Theref Te, 





Offer New Block of Gas Co. 
Stock 


Los Angeles, Cal._—-A new block 
of a total autherized issue of $1, 
000,000 Southern Counties Gas 
ten-year 5 per cent con- 
vertible collateral trust gold bonds 
is being offered by Girvin & Miller, 
Inc., and Blyth, Witter & Co., of 
Los Angeles. The bonds are offered 
at par and are due 1936. 

The Southern Counties Company 
operates through all the territory 


Company 


adjacent to Los Angeles, serving 
the beach cities, Pomona, Santa 
\na, Fullerton, Ventura, Santa 


Barbara and other communities Its 
gross earnings have more than 
doubled since 1918, being S$1.396.- 
000 for that year and $3.157.000 for 
the fiscal year ended March 1, 1921. 
\verage yearly net earnings have 
amounted to over twice annual in- 
terest charges, including this issue 

Besides being the direct obliga- 
tion of the company the bonds are 
additionally secured by the deposit 
with a trustee of first mortgage 5'™ 
per cent bonds to the amount of 139 
per cent of this issue. The 8 per 
cent bonds may be converted into 
the latter issue at 85 at the will of 


the holder. The bonds are exempt 


from the personal property tax in 
California. 


Co-operation Essential to the 
Growth of Utilities 


\With proper public co-operation 
the nation to-day faces the greatest 
era of development of its public 
utilities in its history, Charles A 
Munroe, president of the American 
Gas Association, declares in a mes- 
sage to the industry officially call- 
ing the industry’s annual conven- 
tion to be held in Chicago, Novem- 
ber 7 to 12. 

“The country is underbuilt,” 
states Mr. Munroe. “Greater econ- 
omies in production of all commod- 
ities must be devised and the gas 
industry must stand fully prepared 
to aid all industry 
revival takes place. 

“To-day there are more than 1,- 
200 industrial uses for gas. In the 
development program, the industry 
must rely upon full co-operation 
of the great army of owners of util- 
ities securities, now numbering 
several millions of men and women 
and who, ranking second orly to 
owners of Liberty bonds. consti- 
tute the greatest public ownership 
group the world has ever known. 

“Gas has reached only its pre 
liminary uses. The future 
ahead. It is now drawing too 
much on the imagination to visual- 
ize a time when solid fuel will no 
longer be used in populated areas; 
when coal strikes, transportation 


as the business 


lies 


difficulties, scarcity and consequent 
abnormal prices will have lost 
their terrors for the individual fue' 
user; when the smoke and grime 
of the cities, laden with disease and 


causing great inconvenience and 
loss, will have been done away 
with. That is the task of gas in the 


future, and progress in its realiza- 
tion will be measured only by the 
degree of constructive thought 
both by those in the industry and 
by public officials and the extent 
of co-operation obtained from the 
public as a whole.” 





Settling Account 


Sturgis, Mich—The city of Stur- 
gis recently received a check for 
$1,046 from the Sturgis Gas Com- 
pany to cover installments on its 
back tax account up to August 15. 

The company now owes only the 
September 15 installment and has 
promised to bring the account up 
to date not later than October 15. 


Program for South Central 
Gas Association 
Convention 


Morning 


October 11 
9 to 10—Registration, get-together, 
etc 
10—Address of welcome; re- 
sponse; secretary’s report: presi- 
dent’s address; appointment otf 
committees. 


Afternoon 

2— “Transportation of High- 

Pressure Gas,’ William Bailey, 

Southwestern Gas & Electric 
Company, Shreveport, La. 


3—“Value and Activities of the 
Gas Department in an lJp-to 
Date Oil Company,” M. J. 


Dewev, Gulf Refining Company. 
Shreveport, La. 

i—‘‘House Heating by Vented 
Heaters,” L. F. Blyler. Hugo 
Manufacturing Company, Du 
luth, Minn. 


October 12—Morning 


10—‘Heme-Town 
A. Brown, 
Electric Cormpany, 
Citv, Okla. 

11—A Message from a Representa 
tive of the American Gas Asso- 
ciation. 

Motion Picture—“The Spirit of 
Service.” 


Financing,” A 
Oklahoma Gas & 


Oklahoma 


\fternoon 


2.—‘Public Relations,” S. E. Dil 
lon, Consumers Gas Company 
Hot Springs, Ark. 

3—‘‘Industrial Gas,” W. L. Pow- 
ers, Eclipse Gas Stove Company, 


Rockford, Ill. 
October 13—Morning 


10—‘Foundry Prepared Lead 
Joints for Cast-Iron Pipe,” Paul 
E. Nichols, Galveston Gas Com- 
pany, Galveston, Texas. 

11—*“Orifice Meters,” J. H. Satter- 
white, Westcott & Griess, Tulsa, 
Okla. 


Afternoon 


2—‘‘Investigation of Scrub- 
bing Apparatus and Cooling Sys- 
tems,” R. A. McNeas, San An- 
tonio Public Service Company 
San Antonio, Texas. 


Gas 
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Gas Earnings Show Decline 

Atlanta, Ga—There been a 
steady decline in the net earnings 
of the Atlanta Gas Light Company 
every month since last April, with 
the exception of August, which 
showed a slight increase over July, 
according to the last monthly re- 
port of the company filed with the 
Georgia State Railroad Commis- 
sion. Earnings for August were 
$38,712.39, while for July net earn 


1 
mas 


ings were $36,152.59. In Aprii 
profits of the gas company were 
$89.189.81: in May $74.704.32; and 


in Tune $50,690.36. The tremen- 
dous decline in June as compared 
with the previous month of May 
was due to the fact that a substan 
tial rate reduction went into effect 
at that time. 

The revenue 
during August amounted to $136.- 
962.83, while revenue from 

was $2,607.82. Operating 
expenses were $156,094.06. 

The Atlanta Georman and Amier 
ican, Hearst-owned papers here, 
seized upon the gas company’s re 
port for propaganda purposes to 
endeavor to bring about a lower 
rate. Based upon the figures 
of some newspaper statistician and 
doubtless compiled in the office of 
the paper to suit its own purposes. 
the Georgian endeavors to show 
that the gas company has been en- 
titled to net profits of only $30,224 
per month since last April, 1 
these earnings on the 8 per cent the 
Railroad Commission 
reasonable profit—that is 8 per cent 
on the investment involved. The 
Georgian, in a front-page, two col- 
umn story, stated the company’s 
earnings equaled 15.4 cent 
which is misleading information in 
that the percentage actually earned 
is less than half that amount 
There were several items the news 


paper overlooked in compiling its 


from the sale of vas 
other 


sources 


gas 


yasing 


gave as a 


per 


figures 

Speaking of Stock Speculation 
There is a yarn extant, said to 

have been given prominence in a 

United States Treasury circular: 
A farmer wrote to the editor of 

a country paper asking for advice. 


‘ 1 P 1 ° hat « : ° 
— have a horse that at times ap- 


pears nor il. but at other times h 
appears lame to an alarming de- 
gree. \\ hat sh il] ] do 2” 

The reply was, “The next time 
vour horse returns to normalcy sell 


him.” 
I laughed quite heartily when I 


heard it and my 


mind reverted to 





the nicely engraved, highly colored 
and gold sealed oil stocks and 
others which | have ensconced in a 
“strong box.” 

Yea, all of my horses are lame at 


present., In fact, I believe some of 


them will never walk again. vet 
only a short time since some of 
them looked and acted as though 


they were going to win a rich hand- 
icap, and would have sold on th 
open market for more money than 
was paid for them, but the stake 
was not large enough, so they wer« 
returned to the 


present indications, 


stable and, fron: 
they will be 
there or be de 


] imeness 


forced to remain 
stroved, their seemingly 
incurable. 

The moral is that too many of u 
are not satisfied with a fair profit 
when we buy cks, especially oi! 
stock, but we want a five-ficure 
fortune, whereas only three figures 


+ 


were invested 


Commission Orders 
Rate Cut 


Columbia, S 
olina Public 
has ordered the Columbia Railway, 
Gas & Electric Company to reduce 
its present rate on gas in Columbia 
from $1.75 per thousand cubic feet 
to $1.50. 
imately 


dered by 


25-Ceni 


C.—The South Car 


Service Commission 


The reduction is approx 
15 per cent and 


he commission following 


Was or 


an investigation of the present 
costs of materials that enter into 
the manufacture of gas. It was re- 


ported by the commission that 
there has been a big decline in the 
materials the past 

William Banks, 
chairman of the commission, stated 
that the order reducing the 
would | ecome 


1 
It was also announced by 


Banks that the 


1 
costs ot these 


few months. 


rates 
October 1 
Mr. 

may 
again have to revise the rate within 


effective 
commission 
months as the cor 


pany will by that 
new plant where it 


time occur it< 


wil! be able to 


use eith« coal or oil in the anu- 
facture of gas, whichever item i 
cheaper. 

\ s Im ( 

ANY ed 1 qu ¢ a 
dend 7 ock, 
“é {) RQ he e , 
lex ( ( 5] vd P 

rh r i uart ] d 
t I | referred s k 
is also d ed, pavable Dec. 15 
| 9 


To Shut Off Gas 


\lercer, Pa \ccording to ai 


nouncement by the Alercer Gas 
Company, the supply of gas to 700 
consumers he re will be s] ut off at 


‘7 his deci- 
consumers had or- 


ember 15. 
sion came after 
ganized to 


from 37 to 60 cents a thousand cu 


midnight Nov 
protest a rate increase 


; ' 
bic feet. J.eaders of the consumers 


organization said they would seel 


an injunction to restrain the com- 


pany from taking any such action 


The Mercer Company, in its an 
nouncement, said it had been noti 
fied that service weuld be suspend 
ed by the United Natural Gas 

ompany, the supplying company 


Sells Utility Issues 


Los Angeles, Cal Local bond 
men assert that the strong demand 
for good utility bonds and the scar 


citv of current offerings has drawn 
increasing attention to the older 
underlying bonds in this « 

\ block of Pacific Gas & Electric 
Company of Arizona first mort 
gage, sinking fund gold 6 per ceni 
bonds has been obtained by several 
local bond dealers, who are offer- 
ing them at 87.75, which is a 7.85 
per cent basis. The bonds mature 
in 1931. This company is now 
called the Central Arizona Power & 
Light Company. The bonds are a 
divisional lien of the new company 


‘lass. 





Atlanta to Welcome Nationa! 
Association of Utility 
Commissioners 


Atlanta, Ga.—The Atlanta Con 


ention Bureau, with the aid of 
other civic organizations and of 
the Georgia State Railroad Com- 
mission, is planning to give the ° 
tional Association of Publi tility 
Commissioners a royal good 

en that body holds its anm 
convention here. October 11 to 14 
J. A. Perry, of Atlanta. vice-chat 
1an of the Georgia com 
ind president of the association, is 
hairman in charge of the c 
ents oO! the O 

The nati | Sc 

= ¢ sed of me } S 

0) . So ( c 

Ir ] ’ } 

) { T Tey “ (’*T ) T | 

ti } ] + ¢ 
ed 1 | ] ( ts S ( 
ful nati l convent t] 
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Commission Orders Hearing 

on Gas-Rate Cut 
\tlanta, Ga. Che State 

(‘Commission has issued an order re 


quiring the 
sib ating \ . 


Xailroad 
Georgia Railway & 
Power Company to appear before 
it Friday, September 30 and show 
cause why the should 

o now in effect 
in Atlanta and vicinity, including 
Decatur, College Park, East Poin: 
and surrounding territory. The 
present rate is $1.65 per thousand 


commission 


not revise gas rates 


cubic feet, which has been in effect 
since June 1, 1921. Prior to that a 
rate of 31.90 a thousand, net, was 
in foree, this rate having been 
established March 1, 1921. Phe 
S190 rate supplanted a rate of 
which’ had charged 
prior to March 1. 


$1.45, been 


Gas Earnings 


New York 
the Consolidated 
Gaas, Electric Light & Power Com- 
pany, of Baltimore, for the twelve 
months ended Aug. 31, 1921. re 
ports net income, after charges and 
taxes, but before depreciation, of 
$2.297 760. 


\s submitted to the 
Stock Exchange 


Income and operating expense 
statement, for the twelve months 
ended Aug. 31, 1921, shows as fol- 
lows: 


Gross earnings 

Operating exp. & taxes 11,122,823 
Net earnings 

Fixed charges 


PY ~) OOF 
$5,053 82: 


2,756,065 


Net income S?2 297.760 





Gas Company Will Pay City 
in Full 

City Attorney Leach has been 
notified by the Federal Gas & Fuel 
Company that it stands ready to 
make final settlement with the city 
on the 10 per cent levy on its gross 
receipts under terms of the fran- 
chise of 1916. The levy was abol- 
ished by the present rate ordinance 
passed in June. 

The company has paid to the city 
$200,000 and the final settlement 
will bring $122,658.44, it is estimat- 
ed. Leach said he probably will 
accept the money from the com- 
pany after City Auditor Lewis has 
made a check of the amount to see 
if it is correct. 

Gross receipts of the company 
from 1916 to 1921, inclusive, are 
estimated at $3,226,584.54. 


Sir Walter Scott and Napoleon 
Afraid of Ga 


Napoleon said the plan to hght 
london ith gas 
folly.” a ir 
equally doubtful of the 
the project wrote to a_ friend 
“There is a madman proposing to 
light London with 
suppose ?—why with smoke 

One hundred 
were afraid of gas and thought it to 
be the work of the devil. Later. 
when Westminster Bridge was light 
ed with gas, people thought the pipes 
were filled with fire and watched the 
spectacle dumbfounded. Wher 41 
lighting system was installed in the 
House of Commons the members o 
Parliament, fearful of being burned. 
would not touch the pipes with un 
gloved hands. 

But a remarkable change has been 
wrought in less than a century and 
even within the last few decades the 
growth and expansion of the gas in 
dustry has been so great that it 1s 
hard to believe the superstitions of 
the davs of Napoleon and Sir Walter 
Scott. 

In 1806 there was only one use for 
gas and only one house was light2d 
bv it in the United States. To-day 
there are more than 1,200 uses fo 
and it takes 60,000 miles of 
street mains to deliver the gas of the 
country to its consumers. Forty-five 
million people in homes, and facto- 
ries are now served with gas for 
light, heat and manufacturing pur- 
poses. More than 1,000 artificial gas 
companies supply gas to 4,600 cities, 
towns and villages. Thev distribute 
over 300.000.000.000 cu. ft. of gas 
annually, using in the manufacture of 
this economical and efficient fuel 
more than 10,000,000 tons of coal 
and more than 1,000,000,000 gal. of 
oil. 

The industry to-day ranks 
among the leading industries of the 
nation because of its power to trans- 
form nature’s raw materials into 
products useful to society and em- 
ploying millions of capital and tens 
of thousands of men productively 
More than $4,000,000,000 is invested 
in the industry. 


was “a great 


Walter Scott, 


success oft 


what do vou 


veal s avo people 


gas, 


gas 


SyRACcUSE LIGHTING CoMPANY, a 
subsidiary of the United Gas Im- 
provement Company, has increased 
its authorized capital stock from $4,- 
000,000 to $5,000,000, the additional 
capital to consist of preferred stock. 
All the preferred stock of the com- 
pany has been made cumulative, with 
the dividend rate fixed at 8 per cent. 


Jeffers, of the Fulton County 
Company Marries 
The m ; 
Jeffers, 
Fulton County Gas & | 


it Gloversville. 


irriage of George Lin 
- . ? 
commercial 


agent 
pan 
othy Orr, of Virgin 

teacher in the Grammer School at 
(Gloversville, tool pl ice Monday pep 
tember 12, at the home of M1 lef 
7 Mrs Joseph Welsh. at 
\Voodland, Va. The ceremony was 
performed by Reverend Philip A. 
Arthur, of the Church of the 
Mr. and Mrs. Jeffers 


their home at Glovers. ille, 


ters sister 


\scen 
ill make 
oY 


sion. 


Gas Hearing Adjourned 

Isrooklyn, N. Y. 
fore the Public (ommis 
sion to determine a for gas to 
be charged by the Bro yikivn Dor- 
ough Gas Company have been ad 
journed until October 4. on the 
consent of both the Gas Company 
and the corporation counsel 


Hearines be 
Service 


rate 





Gas Earnings 
Philadelphia, Pa.—-Standard Gas 
& Electric Company, twelve 
months ended July 31. carnings 
$11,693,883, against $10.889,438 


\. H. Wooprurr has resigned his 


* position with the Philadelphia Com 


pany, at Pittsburgh, as supervisor of 
employment, to take up similar du 
ties with the Chipman Knitting Mill, 
at Easton, Pa. ‘Those have 
come into contact with Mr. Wood 
ruff during his service in the Phila- 
delphia Company regret his leaving 
Pittsburgh, in both a business and 
personal way. 


VW he ) 


The National City Company is 
prepared to exchange temporary 
certificates for permanent coupon 
bonds of the Southern Indiana Gas 
& Electric Company first lien and 
refunding mortgage gold bonds, 
twenty-year 7% per cent Series A, 
due April 1, 1941. 





Louisville Gas & Electric Com- 
pany, Louisville, Ky., has declared 
the regular quarterly dividend of 
1% per cent on the pre ferred stock, 
pavable October 15 te stock of rec- 
ord September 30. 

Massachusetts Company 
trustees postponed action on the 
dividend on the common stock un- 
til the October meeting. In the 
future dividend action will be taken 
at quarterly periods. 


Gas 





